Processes of modernization and new industrialization of the country in the current financial and
-810 -Valentin G. Nemirovsky. Dynamics of Residents' Identity in the Krasnoyarsk Territory Settlements as a Basis… one of the world's leading experts in the field of branding, first used the term "place branding" (Anholt, 2009) . At the present stage of Russian society development the problem of formation of regional brands is becoming more and more crucial. Often, these brands are used by regional elites not to attract private investment into the region, but much as a sort of a "magic wand", which can be used to "wheedle money" out of the central authorities additional grants or provide the government bodies with objective reasons to explain some of the region's shortcomings.
Coincidently we cannot but agree with the fact that "regional differentiation of Russia has increased significantly in the course of its societal transformation". According to V.V. Markin, the collapse of the USSR, "sovereignization" of individual subjects of the Russian Federation, the destruction of inter-regional social and economic relations, strengthening of nationalistic tendencies have been significant factors of imbalances in the position of the Russian regions, their disintegration of all-Russian space (Markin, 2008. P. 230 ).
Therefore, we agree with the opinion of a number of political scientists who believe, for example, that "modern regional societies and elites find more profitable to quit the way of legal, administrative and political leveling between the very regional and national components of their identity, which was typical for ancient, imperial and especially the Soviet period of Russian history, and to wend the way of accentuation of these differences (Sukhanov, 2009) . Moreover, N.A. Galaktionova makes the confident assertion that the 1990s experience of the country shows that the mobilization of the regional identity of the population can be used by political forces in different interests. In this situation of collapse in the hierarchy of social values and the lack of ideas, consolidating society, updated and focused on the region or city forms of identity, may be accompanied by concealing self-identification with the "big" society (Galaktionova, 2012. P. 79-83) . As M.A. Meleshkina rightly believes, political elites are turning to regional type of identity for various purposes. These are the increase of cultural and political integration of the region's population, political legitimization of regional government institutions both outside and within the region (Meleshkina, 1999. P. 126-137) . What is more, the region's brand plays an important role in all these processes. The region's brand can be defined as "one of the determining factors of perception of the region, formed on the basis of clearly defined positive image of the territory ... aimed at building the region's ranking through the creation of competitive advantages; and also the region's brand is an asset of the regional economy" (Seliukov, Shalygina, Skachkov, Kurach 2011. P. 703) .
In this case, one of the most essential elements of social and cultural self-identity of the population is the settlement identity. It expresses the relationship between the social subject and the place of residence (settlement, and in a broader sense, the territory where they live). Thereby this self-identification addresses an imperative element of the region's brand. (Korepanov, 2009) , the work of V.V. Markin (Markin, 2008) , the analysis of Muscovites' identity (Ryzhova, 2008. Pp. 40-49) , the analysis of the youth of Southern Russia (Avksentiev, Aksiumov, 2010) , the analysis of the central This problem is especially acute in some regions of Siberia, which developed historically as specific culturally diverse communities.
Theoretical framework
The article is based on the results of studies 
Results of the study
As it is widely known, the respondents' settlement self-identity is an important social and cultural characteristic of the region's inhabitants These three answers are the most common.
According to the information received, in 2014 the region, according to the respondents, enjoyed a bit more heartful and kind people, the prospects for life and opportunities for self-realization of initiatives enhanced.
The correlation analysis showed that respondents with a stronger regional settlement self-identity are more likely to reveal the positive aspects of the regional brand, and the weaker self-identity, the more negative aspects are found. "heartful and kind people" and "opportunities for initiative people" also bears some importance.
Conclusions
The negative aspects of the region's brand did not change, namely they are "too severe climate", "the life here feels stalled", and "unfriendly people".
Obviously, different groups of people see the same facts both as negative and as positive. To a large extent it depends on the formedness of their regional settlement self-identity. In this context, it is necessary to target the development of the regional identity to make it a means of improving the region's brand.
